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Since China reopened its door in 1979, the economic and 
social systems of the country e^erienced drastic changes. 
The living standard is in^roving and disposable income is 
increasing. The average household income rose from PMB438 
in 1989 to BMB848 in 1993 in Beijing and from RMB508 to 
PMBl, 073 in the same period in Guangzhou. (1) Living space 
per capita in urban cities also improved from 4.4 square 
metres in 1979 to 8.8 square metres in 1988.(2) Ownerships 
of television in major cities were above 98% in 1991.(3) 
Chinese consumers now look for better products and 
services and therefore, foreign products are especially 
appealing. Many foreign brand names such as Panasonic, 
1'2'^China Statistics,1993. 
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Coca-cola, Procter and Gamble and Kentucky Fried Chicken are 
very active in the China market. These Multinational 
Corporations (MNCs) heavily advertise their products in 
China. Advertising is one of the most crucial marketing 
tools in China as the consumers are receptive and pay 
attention to advertisements. They enjoy watching television 
commercials of foreign products since these commercials 
usually have attractive visual and production qualities 
which are absent in most of the local television programmes 
and to a greater extent, in advertisements of local 
products. 
Most of the foreign products advertised in China have 
their commercials produced by international agencies like 
Ogilvy and Mather or J. Walter Thompson. Around 20 
international advertising agencies have established their 
China Divisions to cope with the increasing demand of their 
MNC clients. Most of the personnel in the China divisions 
of the agencies are Hong Kong advertising professionals with 
only a few years of China experience. 
To produce effective advertising in China requires a 
good understanding of the Chinese consumers who live in a 
different political and social structures. Though both 
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consumers in Hong Kong and China share the same Chinese 
culture, they differ in lifestyle, value and living 
standard. It is therefore often a debate among advertising 
professionals whether advertising standardization can be 
applied to Hong Kong and China. 
Adspend in China 
In 1993 total monitored adspend increased by 98% in 
RMB, to an estimated 13,400 million, and by 97% in US 
dollar, to 2,330 million. (4) This growth was driven by the 
swell of multi-national advertising, but also by stimulated 
domestic activity. The number of approved foreign 
investment projects grew from 83 in 1980 to 174,000 in 1993. 
Expenditure distribution is also shifting between 
media. For exan^le in 1986 outdoor took some 47.7% of spend 
and in 1991 that figure had reduced to 37.3% (5) . Although 
with the upsurge in spending levels, this still 
represented a considerable revenue increase. 
Print accounted for a further 30% of the advertising 
pie, and TV's share moved from 13.6% in 1986 to nearly 
29% in 1991. (6) This huge growth reflects not only of 
4,5,6 
Asian Advertising & Marketing, June, 1993 
4 
the liberalization of the broadcasting industry, but also 
of the growth in consumer goods marketing. Consumer 
products' advertising occupied 43.8% of total adspend in 
1986 and grew to 47.5% in 1992. Despite the apparent health 
of the industry it is still shaped by an excess of demand 
over supply, and this in turn results in some classic 
seller‘s market, where media costs are inflating well ahead 
of "those of the economy generally. 
China Media Overview 
Television 
In 1958 there was one TV station in China； by 1978 the 
count was 32 and by 1992 a staggering 586 - not to mention 
the 2,452 cable operators. These stations operate at every 
level from national to community cable and many are simply 
relay services, like in Guangdong province, the cable 
stations mainly relay Hong Kong TV stations ‘ programmes • In 
1978, TV could reach 45% of the population, today, through 
260 million TV sets, 80% reach is possible and viewers have 
a multi-channel choice. Nightly audiences have been 
estimated at 800 million although the reliability of 
audiei^ce research leaves this open to some speculation. 
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Programming consists of a steady diet of news, 
entertainment and drama, both home-grown and increasingly 
imported. Primetime audience levels are generally high, 
estimated ratings of 25-30 are most usual, the catch being 
that commercial breaks are frequently over 10 minutes long 
and might carry as many as 20 commercials. Usually no 
inside break or only one middle break in drama series. 3-
tier or even 4-tier pricing systems exist in most, stations: 
domestic rate, joint-venture rate (average 30% above 
domestic rate) and foreign rate that should be paid in US 
Dollar and 100% over domestic rate on average. The 
differential among the three rate tiers is diminishing in 
the past two years. Due to the lack of pre-emptive system 
as in Hong Kong, the priority of positioning within a 
commercial break is usually given to commercials paying 
foreign rate, then joint venture rate and lastly the 
domestic rate. 
TV rating research in China is still at a primitive 
stage. Major TV stations conduct their own research that 
only reflects audience acceptance of a programme. Survey 
Research Group is now active in selected cities but it only 
provides annual media research instead of daily rating 
monitoring. There is also a lack of monitoring system in TV 
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Commercial. Advertisers often have to sit in front of the 
television to monitor if their commercials are broadcasted. 
Several media agencies provide monitoring services to their 
clients only but there are no independent research companies 
like AGB McNair that provide monitoring data to all 
subscribers. 
Newspaper 
There are an estimated 875 newspapers (134 million 
copies) - mostly regional - and 6,500 magazines (205 million 
copies) , predominantly national, in the market. This is not 
a large number considering the size of the country, but to 
put it in context it is also estimated that the 160 TV 
weeklies reach 200 million readers every week. 
The print sector is thus also characterized by-
excessive demand. Pagination is limited and waiting-lists 
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long. There is little colour availability and reproduction 
quality is often poor. 
Daily news is usually subscribed by working unit and 
skewed towards party cadres and officials in government or 
administrative fields. Evening news is self-subscribed 
through post office. They are skewed towards public and 
families with lighter editorial content. 
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Radio 
In the past, radio is a principal medium in rural 
areas. Very few foreign or joint venture advertisers-
Almost no segment sponsorship. Recently, the medium has 
grown. There are now around 812 radio stations. 
New stations or channel have been set up in most of 
the urban cities and many more informal community 
stations are also appearing-
In the past, radio was an important source of news 
and information- It has evolved into a more 
entertainment focused medium and fills a new niche in 
urban as well as rural areas. 
Outdoor 
Outdoor has traditionally been a strong medium in 
China. Over 37% of the total advertising spending in 
1992 was in outdoor. The traditional neon sign, 
lightbox, billboard and transit media are especially 
popular among domestic advertisers- New outdoor 
opportunities are emerging in the recent years, including 
Q-board, double decker bus, telephone booth and Mass 
Transit Railway etc. Media professional believed that 
outdoor will continue to proliferate. 
8 
Advertising Agencies in China 
In 1979, there were only 10 advertising agencies in 
China. The figures proliferated to 10,806 in 1,988 with 
employees over 117,300.(7) Among all these agencies, most 
of them are media brokers. Full service agencies are less 
than 50 while international full service agencies are less 
than 30. (8) 
International agencies are required to form joint-
venture with local companies in order to get an advertising 
agency‘s license. Some of the international agencies 
operate as representative offices and channel all media 
through domestic media brokers. Joint-venture advertising 
agencies were formed only five years ago and Ogilvy & Mather 
was the first one. In the past all media bookings had to go 
through local advertising agencies like Beijing and Shanghai 
Advertising Corporations. As most of the international 
agencies have established joint-ventures in China, they can 
now deal directly with Television Stations and other media. 
The importance of the domestic advertising agencies also 
diminished. Standard agency commission, is 10% but most 
1989 China Yearbook 
Media, April 1994 
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multinationals pay 15% according to the international 
standard. 
Advertising professionals are a rare breed in China. 
It was due to the short history of advertising in this 
Socialist country. Almost 99% of the managerial positions 
of the international advertising agencies are occupied by 
expatriates. 
Domestic agencies mainly provide media services or 
services on project basis, unlike the international agencies 
that normally work as a strategic partner of the 
multinationals. 
Advertising Law in China 
Advertising Law was only announced in January 1995. 
Similar to other countries, the essence of the law is 
against deceptive and con^arative advertising. It is 
stipulated in Article 3 to Article 5 that an advertisement 
shall be true to facts and lawful and it may not contain any 
false and deceiving information, and may not cheat or 
misguide consumers. Advertisers should follow the 
principles of fairness and trustworthiness. However, there 
is no regulatory body to approve advertising before airing. 
The television stations therefore assume the responsibility 
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of review. They can reject to air any commercials they 
suspect violating the advertising law. 
Production facilities in China 
Production house and post production facilities are 
still primitive in China yet. Most of the commercial 
directors are local film directors who have little 
escperience in commercial production. Computer facilities 
for post: production are not in the market yet. Since there 
is no regulation stipulating production of commercial has to 
be in China, most of the multinationals have their 
commercials produced overseas. Hong Kong and Taiwan are the 
most popular sources. 
Obiectives of the Project 
The focus of the paper is to study the degree of 
advertising standardization in China and Hong Kong and the 
variables affecting the advertising professionals on their 
decisions on standardization of advertisements. The paper 
aims to provide a model to assist advertising managers to 
make a decision on which elements of the advertising process 
can bQ standardized. 
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Literature Review 
International advertisers continue to be confronted 
with the question to ‘standardize‘ or ‘specialize' their 
commercial messages. Standardized advertising and promotion 
was addressed as far back as the early 1960s (Elinder, 
1961). Benefits of standardization include cost reductions, 
decision sin^lification, ease in execution, operational 
efficiency, uniform worldwide image and the exploitation of 
good ideas (Onkvsit and Shaw, 1987). These benefits are 
especially obvious for multinationals who market similar 
products all over the world. Standardization help maintain 
a worldwide image for a global brand. Proponents of 
specialization argue that advertisers consider differences 
among countries, including culture, stage of economic and 
industrial development, stage of product life cycle, and 
legal restrictions�Britt, 1974) , (Onkvsit and Shaw, 1987). 
Further, they argue that the benefits of strategy 
standardization are not as significant as claimed (Sorenson 
and Wiechmann 1975). 
While the debate on standardization and localization is 
a hot topic, empirical data relating to actual corporate 
practice has been lacking. Onkvsit and Shaw (1987), in a 
review of the empirical evidence, point out that consumer 
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attitudes and values must be uniform in order for 
advertising standardization to be effective. Akkah (1991), 
in his empirical investigation of strategy standardization, 
reflects that the degree of standardization is low among the 
firms studied. The major factors underlie differences in 
the degree of standardization are consumer characteristics 
and behaviour, nature of ownership and corporate 
orientation. Hite and Fraser (1988) report that among the 
US Fortune 500 firms surveyed, only 8 percent use all 
standardized advertising, 36 percent use all localized 
advertising, and 56 percent use the combination of the two. 
Hornik (1980) in an empirical study of Israeli perceptions 
of different advertisements (American, Israeli and neutral) 
concludes that most of the investigated firms adopt 
localized advertising themes. However, most writers agree 
that one of the requisites for successful standardization is 
homogeneity in terms of attitudinal similarities among 
consumers internationally, economic characteristics and 
media availability and usage. 
In the past, researchers seemed to assume that 
standardization pertained only to the final advertising 
presented to the consumer. M.G. Harvey (1993) believed that 
due to the increasing regulation by foreign governments, the 
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control on production requirements made it difficult to have 
hundred percent standardized advertising. Harvey proposed a 
model to evaluate the standardization of the advertising 
process, including (a) research and development； (b) 
creative； (c) media； (d) production； (e) post advertising 
research. Based on this model, this paper explored the 
influence of the six variables: product, con5>etitive, 
organizational, infrastructure, governmental and 
market/societal, on the advertising process and the degree 
of standardization in the two culturally similar countries: 
Hong Kong and China. 
Methodology 
Data was obtained by a questionnaire sent to the 
Account Directors of 12 international advertising agencies, 
and Marketing Managers of 14 multinationals with operations 
in both Hong Kong and China. The researcher delivered the 
questionnaire to the Directors of account servicing in the 
agencies and the marketing managers of the multinationals in 
person. The researcher then collected the questionnaires 
two days later. Among 50 questionnaires sent, 38 were 
collected with a response rate of 76%. Twenty-seven 
questionnaires were collected from advertising agencies and 
eleven sets from multinationals. The high response rate was 
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mainly due to the high interest of the respondents in the 
topic. 
Each agency was asked to complete questionnaire for 
three different product categories and each multinational 
was requested to con^lete one. To help examine the issue to 
standardization, respondents were asked to evaluate the 
degree of similarity of the six variables, i.e. product, 
competitive, organizational, governmental, infrastructure 
and market and societal situations in Hong Kong and China. 
There were 32 questions representing the six variables 
(refer to Appendix Part A) . Six questions for product, 
market/societal and competitive respectively. Four 
questions for organizational, five for infrastructure and 
governmental respectively. Respondents were asked to 
evaluate on a 5-point scale. One stands for very similar 
and 5 means very different. The mean score for each of the 
variable would be operationalized as the independent 
variables in the study. 
They were then asked to use the Harvey‘s model, the 
same thirty two questions (refer to J^pendix Part B), to 
evaluate the influence of each variable on the degree of 
standardization of each of the advertising process, i.e. 
research, creative, media, production, and advertising 
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measurement. The degree of standardization is calculated by 
the summation of the scores of the thirty-two questions on 
each of the five processes. The evaluation is also based on 
a 5-point scale. One represents the variable favoured 
standardization and five means it favoured 
localization. Table 1 is a summary of the demographic and 
firm characteristics of the respondents. As the table 
indicated, the respondents reflected individuals of varied 
demographic and firm backgrounds. 
TABLE 1 
CHARACTERISTICS OF SAMPli 
Characteristic Percentage 
I. Organizational characteristics 
A. Origin of companies 
1. Korea 2.6 
2. USA 36.8 
3. UK 13.2 
4. Indonesia 2 . 6 
5. Germany 2 .6 
6. France 2 . 6 
7. Japan 18.4 
8‘. Switzerland 7 .9 
9. Hong Kong 7.9 
10. Australia 5.3 
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B. Main product category 
1. Electrical Appliances 13.2 
2. Food and Beverages 28.9 
3. Cosmetics 5 .3 
b 
4. Household items 28.9 
5. Property Agent 2 . 6 
6. Financial Institution 2 . 6 
7. Apparel 5.3 
8 . Con^uter 2 . 6 
9. Automobile 2 . 6 
II. Demographic Characteristics 
C. Sex 
1. Male 65.8 
2. Female 34.2 
D • Age 
1. 20-29 18.4 
2. 30-39 55.3 
3. 40-49 21.1 
4. 50-59 5.3 E. Advertising Experience 
1. 0-9 63.2 
2 . 10-20 31.6 
3. over 20 5.3 
� = 3 8 
b 
Household items include sanitary napkins, 
toiletries, detergent and fabric softeners. 
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After completing the survey, in-depth interviews with 
two General Managers of Advertising Agencies and two 
Marketing Managers of multinationals were arranged to obtain 
actual examples on the factors influencing their choice of 
standardization versus localization. The interviews also 





FACTORS INFLUENCING DECISION ON ADVERTISING 
STANDARDIZATION 
Product Variable 
Product Life Cycle 
It is very common that some of the products have a long 
product history in Hong Kong while in China, they are new in 
the market. This difference often contributes to the 
impossibility of advertising standardization. Nescafe is 
the best exan^le. In China, coffee is a novel and exotic 
drink which the consumers do not even know how to prepare. 
When the product was launched in China, the television 
commercial educated the consumers on the usage and 
preparation of the product. It is almost impossible to use 
the same commercial in Hong Kong where coffee is already a 
developed product and therefore, product education 
advertisement is totally unsuitable. Another example is Lux 
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Beauty Soap. In Hong Kong, soap is already in its declining 
stage. The market is now dominated by liquid soap. In 
China, on the other hand, soap is still in its growing 
stage. The deployment of advertising strategy will be 
different when products are in different stages of product 
life cycle. For products like Panasonic TV set is launched 
in Hong Kong and China at the same time. It is therefore in 
the same stage of product life cycle and will be easier to 
standardize advertisement in this instance. 
Product Potential 
The market potential of the product also affects the 
willingness of the company to invest on advertising. For 
example, the Japanese electrical appliances often revise 
their models with in^jrovements on certain aspects every 
year. Therefore, the market potential of a certain model is 
limited in one year only. It is not surprising that the 
Japanese electrical appliances prefer to use a standardized 
commercial in order to save cost of commercial production. 
Johnson's Baby products can be another example. China 
has a strong infant population of 15.6 million, therefore, 
product specifically for babies has a great potential. On 
the other hand, the declining birth rate in Hong Kong means 
market potential for baby products are limited. Johnson's 
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Baby products therefore target to adult in Hong Kong to 
extend usage while target consumers in China are mothers of 
babies. The difference in target consumers make it 
impossible to standardize advertising. 
Age of Brand 
Multinational con^anies have closer monitor on the 
older brands due to mainly two reasons: first, the older the 
brand, the more lessons learned and thus the better 
knowledge on how to advertise the brand effectively. The 
second reason is that the older the brand, the greater the 
contribution of the brand to the conpany ‘ s profit. The 
multinationals usually pay great attention to the older 
brands so as to maintain the star. On the other hand, new 
products have more freedom in designing their strategies 
since no past successful stories act as guidelines. 
Different markets may position the product differently 
leading to different advertisements. However, there is an 
opposing view that new product should standardize 
advertising because the chance of success for the new 
product is unknown. In order to minimize the initial 
investment on the new product, it is more cost effective to 
use a standard television commercial for all markets. 
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Procter and Gamble obviously shares this viewpoint. 
Rejoice, Oil of Ulan and Whisper are launched in Hong Kong, 
China and Taiwan with the same marketing and advertising 
s'trategies. 
Organizational Variable 
For multinationals like Coca-cola and Nestle, they have 
two different approaches in handling their business in 
different countries. Coca-cola adopts a global policy. The 
brand name, concentrate formula, positioning and advertising 
theme are virtually standard worldwide. Local managers are 
responsible for sales and distribution programmes, which 
they run in conjunction with local bottlers. Nestle, on the 
other hand, is a multinational approach which local manager 
have considerable autonomy on their businesses. Nestle 
headquarters at Vevey assume the role of central coordinator 
rather than the decision maker. 
The difference in corporate culture is one of the major 
reasons for the company‘s decision on advertising 
standardization. A centralized company is more likely to 
standardize their advertising versus a decentralized 
corporation. For instance, Coca-Cola is a more centralized 
t, corporation. Though its commercial for China market is not a 
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complete replication of the television advertisement for 
Hong Kong, the degree of standardization is very high. 
Nestle, on the other hand, is famous for its decentralized 
policy. When we take a look at the Nescafe commercial in 
Hong Kong and China, we discover that except the brand name 
and product packaging are the same, the two commercials are 
riding on a totally different platform. The Nescafe, 
commercial rides on a Hong Kong lifestyle's platform while 
the advertisement in China is a slice-of-life in China. The 
advertising agencies for Coca-cola and Nescafe pointed out 
that the decision on standardization is greatly influenced 
by the company‘s worldwide policy. 
Procter and Gamble goes even further than Coca-cola 
that P&G standardizes not only advertising theme but also 
the execution. The commercial for Oil of Ulan is produced 
for Hong Kong, China and Taiwan. P&G has a strong regional 
I 
coordination which increase economies of scale. Due to the 
limitation of standardized advertising, P&G advertisements 
are usually basic commercials talking about physical product 
benefits so as to avoid any influence of difference in 
lifestyle and value in different countries. 
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Competitive Variable 
Competition can force the product to search for the 
best solution, instead of an acceptable solution. For 
instance, the competition in the market is very aggressive, 
using a standardized commercial is feasible but may not be 
the optimal solution. If the company recognizing a special 
advertisement can sell the product better, it may be forced 
to tailor-made advertisement in order to fight against the 
con^etitor. On the other hand, the con^any can use the 
standardized commercial if the product has no competition at 
all because consumers have no benchmark to compare to. 
Taking Coca-cola as an pxample. It is so strong in both 
Hong Kong and China and therefore it sets the benchmark of 
soft drinks‘ advertising in both markets. In the past, 
competition for consumer products is not severe in China. 
Foreign advertisers often adapted the existing Hong Kong 
advertisements to Mandarin version. As competition 
accelerates in the past few years, foreign advertisers 
change their strategies to tailor make commercial for China 
market to raise their competitiveness. 
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Market and Societal Variables 
Market Affluence 
The economic development of China is similar to the 
economy of Hong Kong in 1970's. The purchasingpowerr and 
living standard of the two countries are very different. 
The average disposable income per capita in Hong Kong is 
more than ten times of that in China. Due to this 
difference in purchasingpowerr, products in Hong Kong may 
fall into low-involvement category while in China, the 
same product may be high-involvement category. Coffee is 
a beverage in Hong Kong but in China it is considered to 
be a prestigeous gift. 
Product Usage 
The product may also be used in different ways in 
the two markets. For instance, bicycle is a 
transportation means for Chinese consumer's but it is a 
leisure activity in Hong Kong. 
Consumer's Sophistication 
Consumers in Hong Kong are used to very modern and 
sophisticated communication skills and are less dependent on 
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information to assist in making purchase decision on 
consumer products. On the other hand, Chinese consumers 
require more direct communication of product benefit. 
Infrastructure Variables 
Due to the difference in print quality of newspaper and 
magazine, a lot of advertisers give up print can5>aign in 
China. Cosmetics and food advertising which require high 
quality visual will spend most of their advertising budget 
on television rather than print media in China. Culinary 
product like Maggi Seasoning spends less than 5% of their 
budget on print in China while more than 15% is spent on 
women's magazine advertising in Hong Kong. 
Another factor is the experience of the advertising 
professionals. Since most of the advertising agencies in 
China have less than seven years of advertising experience 
in China, they are not confident to produce local conmiercial 
to suit the taste of local Chinese. The agencies commented 
that the less experience the more likely to adapt Hong Kong 
commercials for China. 
Governmental Variables 
Government control on advertising is quite similar in 
both Hong Kong and China. For example, cigarette 
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advertising is not allowed in both markets. There is also 
no regulation pertaining to local content of advertisement 





Decree of Standardization 
Table 2 is a s-uxnnLary of respondents ‘ evaluations of the 
degree of similarity in the advertising process between Hong 
Kong and China. It is calculated by the mean ratings of all 
27 valid variables on each of the advertising process. One 
stands for very standardized and five means very localized. 
Among the 32 variables, only 27 are valid. Five variables 
are deleted due to the low reliability coefficient generated 
(refer to Table 3)• When question 6 is included, alpha is 
only 0.55 for product. When question 12 is included, alpha 
is 0.56 for con^etitive and alpha is 0.43 when question 16 
is included in organizational. Alpha is improved from 0.53 
to 0.82 in infrastructure when question 21 is deleted. 
Alpha of governmental variable also in^roved from 0.48 to 
0.58 when question 22 is deleted. 
The results demonstrate a high degree of 
standardization in Research and advertising measurement, 
with a mean of 2.47 and 2.41 respectively. Creative and 
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production are in the mid-range of 3.01 and 3.09 
respectively. This indicates that the degree of 
standardization of creative and production is medium. Media 
has a mean of 3.29, which is the highest ？»jnong other 
activities but it is still in the medium range of 
standardization• 
TABLE 2 
DEGREE OF ADVEKTIS工NCJ f^ ROCfiSS STANDARDIZATION 
a Activity Mean Rating 
1. Research 2.47 
2. Creative 3.01 
3. Media 3.29 
4. Production 3.09 
5. Advertising Measurement 2.41 
a 
mean of the summation of ratings of variables in the 
six factors. Each variable is rated on a 5-point 
scale. l=very standardise and 5=very localised. 
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Correlates of Advertising Standardization 
The independent variables: product, con5>etitive, 
organizational, governmental, infrastructure and 
market/societal were operationalized by utilizing the mean 
score of respondents' evaluation of the similarity of the 
different variable between two markets. Reliability 
Analysis of the variables in each of the six factors was run 
and the results are shown in Table 3. 
TABLE 3 
RELIABILITY ANALYSIS OF VARIABLES IN THE SIX FACTORS 








one variable is deleted in each of the six factors 
except in market/societal factor in yielding the above 
alpha values. 
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Table 4 is a summary of the regression results of 
Regression Analysis. The mean score of six factors are the 
independents variables and the total scores for the thirty 
two questions on each of the advertising process are the 
dependent variables. As the table indicates all models 
yielded statistically significant F < 0.05 and all R square 
values are larger than 0.4. That indicates that the six 
factors except governmental are significant in affecting the 
standardization of advertising process. 
In terms of research, product factor is the most 
important (beta = 0.60) in the decision of standardization. 
Market/societal factor is also significant in influencing 
the degree (beta = -0.57) , meaning that the higher the 
difference of the two markets, the higher the likelihood to 
standardize. 
In creative, product, con^etitive and organizational 
yield significant T (< 0.05). Product and organizational 
factors in positive direction means that the higher the 
similarity of the product and organizational variables in 
Hong Kong and China, the higher the tendency to standardize 
the creative. However, the beta coefficient is negative for 
competitive factor meaning that the higher the difference in 
c 
the competitive environment, the more likely the firm to 
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standardize the creative. It may be because the firms are 
not confident to tailor-make creative for a specific market, 
when they are not certain of the competitive situation. 
For media, only product and organizational factors 
yield significant T (< 0.05) meaning that the low degree of 
standardization of media strategies in the two markets is 
mainly attributed by the difference in product and 
organizational factors. Product is far more influential 
than organizational as the beta coefficient (0.57) is higher 
than organizational (0.39). 
Production is also fairly localized. It is attributed 
by product, con^etitive, infrastructure and organizational 
factors (all with significant T < 0.05) . Product difference 
is the major reason for localized production as the beta 
coefficient is 0.59, highest among all other factors. 
In Advertising Measurement, product and market are the 
main factors affecting the standardization decision. The 
beta of product is 0.57 and market is -0.56. This means 
that the greater the similarity of the product variables in 
the two markets, the more likely the advertisers to 
standardize advertising measurement. However, the lower the 
similarity of the market situations, the higher the c 
possibility to standardize advertising measurement. 
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TABLE 4 
MULTIPLE REGRESSION RESULTS 
Beta Coefficient. (Process) 
Predictor Factor Resoarch Croativo Madia Production Ad. Msasuro 
Product 0.60 0.54 0.57 0.59 0.57 
Con5>etitive * -0.47 * 一 0.50 * 
Infrastructure * • • 0.36 * 
Governmental • • • • • 
Organizational * 0.49 0.39 0.40 * 
Market/Societal -0.57 * * * -0.56 
R square 0.45 0.57 0.49 0.54 0.42 
Significant T 0.004 0.000 0.001 0.000 0.008 
•Significant T < 0.05 
TABLE 5 
CORRELATION RESULTS 
Research Creative Media Prod Ad. Mea 
Product 0.190 0.398 0.526 0.430 0.138 
Competition 0.000 -0.153 0.059 -0.129 0.042 
Organization 0.226 0.559 0.476 0.458 0.178 
Infrastructure -0.383 0.170 0.168 0.244 -0.394 
Governmental 0.148 0.276 0.315 0.262 0.107 
Market/societal -0.386 0.226 0.250 0.225 -0.398 
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CHAPTER IV 
FINDINGS AND IMPLICATIONS 
If the high degree of advertising standardization 
observed in this study is any indicator, this implies that 
adoption of standardization is not a myth but a feasible 
cost-saving measure. 
Despite the general belief among advertising 
professionals that the economic and social environments in 
Hong Kong and China are very different, the study reflects a 
high degree of standardization in the advertising process, 
especially in research and advertising measurement. This 
may be due to the technical design of research is basically 
quite standardized. Another explanation is due to the lower 
importance of research and advertisement measurement in the 
whole advertising process and marketing professionals tend 
to pay less attention to tJiese processes. 
Creative and production reflect a moderate degree of 
standardization. This implies that firms can have 
substantial cost savings in producing advertisements for 
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each of the two markets. 
Media is the least standardized process. This can be 
explained by the fact that media in China is not well-
structured yet, for example, rate card rates are negotiable 
depending on relations. Advertising professionals often 
commented that there was no media strategy in China. They 
1 
can only apply the concept but not the strategy. 
The significance of the six factors reflects that 
product is the most, important factor and it has significant 
impact on the whole advertising process. It is due to the 
fact that product variable is more specific to each product 
and it will not be generalized when we pool all product 
categories together in the analysis. Product factor affects 
each process significantly implies that advertisers must be 
aware of the differences in product life cycle, product 
usage and level of involvement in purchase when they make 
any decision on standardization. For instance, the 
consumers of shampoo in Hong Kong prefer to purchase family 
size for cost saving reasons. In China, a lot of consumers 
prefer•to use sachet packs because it is more convenient to 
use in public bathing facilities which is the dominating 
bathing habits in China. 
Governmental and infrastructure have little or even no 
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impact on the choice of standardization. Though the huge 
difference in governmental procedure and sophistication of 
the infrastructure in the two markets, the impact is not as 
significant as expected. 
The importance of market/societal factors are 
restricted to research and advertising measurement only. 
However, contrary to the predictions of Harvey ‘ s model, the 
higher the difference of the two markets, the higher the 
degree of standardization in research and advertising 
measurement. It is mainly because most of the advertising 
and marketing professionals have short experience in China, 
therefore when the market situation is so different from 
Hong Kong, they will not have the confidence to make a 
different research and advertisement system. They would 
rather stick to the system used in Hong Kong and will only 
make revisions when they gain more e^cperience and confidence 
about the market needs. 
Competitive variable is also influential in creative 
and production. The higher the similarity of the 
con^etitive situation, the lower the degree of 
standardization in creative and production. This 
contradicts the prediction of Harvey ‘ s model. It can be 
explained by the fact that competitive situation is similar 
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but the con^jetitors in the two markets may not be the same. 
For example, Johnson ‘ s baby products are market leader in 
both Hong Kong and China but in Hong Kong, they are 
competing with international brands and in China, they are 
competing with low quality local brands. Therefore, the 
positioning and selling message in the two markets are not 
the same. This Inqplies that even the con^etitive situations 
are similar, advertisers have to be careful in analysing its 
competitors‘ positioning before decision on standardizing 
creative and production. 
Organizational variable is significant in affecting 
creative, media and production. These three activities 
require highest investment and this implies that the degree 
of standardization is often determined by the company‘s 
willingness to invest. This also means that most of the 
organizations exert higher control on these three activities 
than research and advertising measurement. 
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CHAPTER V 
LIMITATIONS AND FUTURE RESEARCH 
To enhance better understanding of the nature of 
strategy standardization, more en^irical research is 
required. Future research must examine the degree of 
standardization in different product category. It must also 
explore the influence of organizational culture, i.e. 
centralized versus decentralized on the degree of 
standardization. 
As the advertising law in China is just implemented, 
there may be increasing control which will in5>ede 
standardization. For example, if China requires all 
television commercial to be produced locally, the 
possibility of production standardization is reduced. 
Therefore, it will be necessary to examine the influence of 
governmental factor one year later. 
Finally, this is the first attempt to use Harvey‘s 
model to evaluate strategy standardization. The results 
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demonstrated that the importance of each factor is not 
equally weighted as suggested by Harvey. Future research 
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I. 
Advertising Standardization 
This project is to study Ihe degree of standardization of advertising in Hong Kong and China. It will � ^ 
take you around 20 minutes to fill in one set of questionnaire. One questionnaire is 
for one product only. 
1. Product Category: 
2. Origin of the company: 
3. Responsible markel: Hong Kong China 
The following questions are the evaluation of the similarity of the factors influencing standardization in 
in Hong Kong and China. 1 means very similar and 5 means very different. 
Based on your personal judgement, please rate 1 -5 on the following questions 
with respect to the chosen product-
Part A very similar very different 
1 To what extent is the new product an improvement 1 2 3 4 5 
over existing product, ie. initial cost, durability, 
service cost, etc.? 
2 How difficult is the product to learn to use/operate/ 1 2 3 4 5 
maintain by consumers? 
3 How visible is the product to other consumers 1 2 3 4 5 
before, during, and after use by the product's owner, 
ie., observability of products? 
4 Does the product interface readily with products 1 2 3 4 5 
presently found in the consumer marketplace, 
ie., compatibility of products? 
5 To what extent does the customer have to make a 1 2 3 4 5 
final commitment to the product when purchasing it? 
6 Does the product have functional equivalence between 1 2 3 4 5 
two markets? eg. A bicycle is a transportation means in 
China but it is a recreational facility in Hong Kong 
7 How is the industry structure and what is the 1 2 3 4 5 
composition of rivals in the competitive arena? 
8 To what extent to suppliers influence the competitive 1 2 3 4 5 
posture of participants in the induslry?. 
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9 What impact do purchasers of the product have on 1 2 3 4 5 
competitive strategies in the two markets? 
10 To what extent can new competitors gain access to the 1 2 3 4 5 
market, and to what degree is the government in 
cooperation with domestic producers? 
11 How does a competitor's market position (share) 1 2 3 4 5 
varies in the two markets? 
12 How important is the two markets to the host 1 2 3 4 5 
company as far as futures goals are concerned? 
13 To what degree is the advertising campaign developed 1 2 3 4 5 
centrally controlled by host country? 
14 To what degree do advertising objectives vary from 1 2 3 4 5 
Hong Kong to China? 
15 How are budgets determined and allocated in the 1 2 3 . 4 5 
organization, ie. top-down versus bottom-up 
budgeting? 
1G To what extent are the domestic advertising staff 1 2 3 4 5 
experienced with international promotional issues? 
17 What media are available in the two markets, and 1 2 3 4 5 
what are their relative levels of importance to target 
segments? 
18 To what degree are costs associated with various 1 2 3 4 5 
media different in two markets? 
19 What segments of the population are served by the 1 2 3 4 5 
media, and to ehat extent are various combinations of 
media used by target segments? 
20 To what extent to the technical/mechanici aspects 1 2 3 4 5 
of advertising vary from one market to another? 
21 Are there international and/or local advertising agencies 1 2 3 4 5 
available to assist in preparation of foreign advertisements? 
22 Are children and other vulnerable groups protected 1 2 3 4 5 
from adverlisements by government regulations? 
23 Is there a government review-process that evaluates 1 2 3 4 5 
advertising before it can be aired to the public? 
24 Vv^ hat products are restricted from being advertised 1 2 3 4 5 43 
in various media in each markets? 
25 What are the legal requirements concerning 1 2 3 4 5 
comparative, deceptive, and corrective advertisements 
in each market? 
26 What government regulations are there pertaining 1 2 3 4 5 
to local content (produced in the foreign country) 
of advertisements in foreign markets? 
27 What are the cultural social and psychological 1 2 3 4 5 
factors influencing the purchase by the ultimate consumer? 
28 Do consumers purchase and use the product in a 1 2 3 4 5 
similar manner between the two markets? 
29 Do the same customer groups (Segment) purchase the 1 2 3 4 5 
product across the two markets? 
30 What are the consumers' attitudes towards imported 1 2 3 4 5 
products? Is there a reluctance to purchase products 
from certain countries or the converse? 
31 To what level has consumerisam developed in the 1 2 3 4 5 
two markets? The degree to which the consumer at large 
represented by third parties, ie, special interest groups 
the need to localize advertising increases. 
32 Are there cultural stigmas attached to products and 1 2 3 4 5 
creative aspects of advertising? 
c 
PartB 4 4 
The following questions are the evaluation of the influence of the factors on the different 
process in advertising standardization. 1 means favour standardization and 5 means little impact 
on standardization. Based on your personal judgement, please rate 1-5 on the following questions 
with respect to the chosen product: 
Advertising 
Research Creative Media Production Measurement 
1 To what extent is the new product an improvement 
over existing product ie. i n i y cost, durability, 
service cost, etc.? 
2 How difficult is the product to learn to use/operate/ 
maintain by consumers? 
3 How visible is the product to other consumers 
before, during, and after use by the product's owner, 
ie., observabili^ of products? 
4 Does the product interface readily with products 
presently found in the consumer marketplace, 
ie., compatibili^ of products? 
5 To what extent does the customer have to make a 
final commitment to the product when purchasing it? 
B Does the product have functional equivalence between 
two markets? 
7 How is the industry structure and what is the 
composition of rivals in the competitive arena? 
8 To what extent to suppliers influence the competitive 
posture of participants in the industry? 
9 What impact do purchasers of the product have on 
competitive strategies in the two markets? 
10 To what extent can new competitors gain access to the 
market, and to what degree is the government in 
cooperation with domestic producers? 
11 How does a competitor's market position (share) 
varies in the Iwo markets? 
«. 
12 How important: is the two markets to the host 
company as far as futures goals are concerned? 
Advertising 45 
Research Creative Media Production Measurement 
13 To what degree is the advertising campaign developed 
centrally controlled by host country? 
14 To what degree do advertising objectives vaiy from 
Hong Kong to China? 
15 How are budgets determined and allocated in the 
organization, ie. top-down versus bottom-up 
budgeting? 
16 To what extent are the domestic advertising staff 
experienced with international promotional issues? 
17 What media are available in the two markets, and 
what are their relative levels of importance to target 
, segments? 
18 To what degree are costs associated with various 
media different in two markets? 
19 what segments of the population are served by the 
media, and to ehat extent are various combinations of 
media used by target segments? 
20 To what extent to the technical/mechanici aspects 
of advertising vary from one market to another? 
21 Are there international and/or local advertising agencies 
available to assist in preparing foreign advertisement? 
22 Are children and other vulnerable groups protected 
from advertisements by government regulations? 
23 Is there a government review process that evaluates 
advertising before it can be aired to the public? 
24 What products are restricted from being advertised 
in various media in each markets? 
25 What are the legal fequirements concerning 
comparative, deceptive, and corrective advertisements 
in each market? 
2G What government regulations are there pertaining 
to local content (produced in the foreign country) 
of advertisements in foreign markets? 
Advertising 
Research Creative Media Production Measurement 
27 What are the cultural social and psychological factors 
influencing the purchase by the ultimate consumer? 
28 Do consumers purchase and use the product in a 
similar manner between the two markets? 
29 Do the same customer groups (Segment) purchase the 
product across the two markets? 
What are the consumers' attitudes towards imported 
30 products? Is there a reluctance to purchase products 
from certain countries or the converse? 
31 To what level has consumerism developed in the 
two markets? The degree to which the consumer at large 
represented by third parties, ie, special interest groups 
the need to localize advertising increases. •• 
32 Are there cultural stigmas attached to products and 
creative aspects of advertising? 
Personal Information: 
1 Sex Male Female 
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